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ABSTRACT
LORI ANN SIMPSON: Concert Promotion in a College Community: A Guide for the
Hopeful Concert Promoter
(Under die direction of Samir Husni)
This thesis was comprised of research in action in an attempt to plan and promote a
concert in a college community. Research began in the summer of 2007 with an
internship with Live Nation, the world’s largest concert promoter. After spending three
months working in the live music industry, I decided to put that knowledge into practice
by organizing an awareness concert for Mississippi Blood Services in Oxford,
Mississippi.
I spent much time planning this concert, first as a large outdoor event, and after it
became evident that would not be possible, a smaller, local event at an Oxford venue.
Everything pertaining to the concert was organized and plamied by myself, from the
bands playing to the T-shirt design to the collection and seeking of sponsoi ships and door
prizes. I felt the best way to tackle such a large process was to take it step by step, first
searching for the appropriate venue. Other steps would include seeking sponsorships,
designing promotional material, and booking perfonuers. The goal of the concert was
not only to raise awareness of the importance of donating blood, but to offer me the
chance to put my research and knowledge of promoting such events into practice and
judging the effectiveness of promotional tactics.
After the concert, 1 determined that my promotional attempts were successful. Flyers
were posted all over the university campus. 1 created web events on popular networking
sites such as MySpace and Facebook. The concert was heavily promoted through
campus media (specifically radio). 1 managed to secure articles in the Daily
Mississippian. Oxford Eagle and Tupelo’s entertainment guide, Scene. However, the
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event itself did not draw the hoped for number of attendees. This was partly due in fact
to the decision not to serve alcohol at the venue, but also could be attnbuted to the choice
of venue. Whatever the reason, this project proves that while extensive marketing is key
in promoting a successful concert, sometimes apathy overrules and diere is not much else
you can do but hope for the best and keep certain factors in mind for the next concert.
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Chapter One
Introduction
Throughout the twentieth century, people around the world have been fascinated by
live tnusic and its emergence into popular culture. What was once considered something
only the rich and cultured could afford slowly became a phenomenon everyone was able
to enjoy. From acoustic performers on the streets of New York to the weekend festival
that became Woodstock, people from a variety of backgrounds were finally able to enjoy
hearing music live. As time wore on, concerts became less and less an opportunity to
simply hear music, but the chance to see a wonderful performance and show. The
development of musical performance in live music was first bom dunng the era of the
Beatles and Elvis Presley, when television offered small towns and cities the chance to
see these bands and artists perform on stage. When Elvis broke down into his dance
gyrations, he inspired an era of teen rock star wannabes and became the obsession of
thousands of young teenage girls. The Beatles provided this same inspiration in their
wild rock ‘n’ roll performances.
The British Invasion of the Beatles also led to new innovations in technical aspects of
concerts. When they played the country’s then largest pop concert in New York s Shea
Stadium, the sheer volume of the fans screams made the music impossible to hear. The
system then used was the stadium’s Tannoy system, which was used to call out scores at
baseball games and was greatly dwarfed by tlie volume of the 50,000-plus fans. In the
years after the live concert boom that started with the Beatles and Presley, live concerts
shifted to focus on the experience of the music with the “haphazardly organized, word-ofmouth promoted festivals of musical art” called “Love-Ins”(Cunningham 14).

With the creation of these hippie festivals in the 1960s came the idea to incorporate
thematic elements into stage productions. In the ‘70s, Pink Floyd began to use moving
image technology in live performances,“with off-beat film projections providing yet
another dimension to work alongside the musical improvisations”(15). In the early 80s,
Pink Floyd continued pushing the envelope in live music by building a fake wall during
performances of The Wall in England. While Pink Floyd was working on creating druginduced visuals for their shows, other artists were incorporating thematic elements such
as magic sequences, thrilling entrances, and bright light shows. These innovations
continued to improve as new technologies developed during the latter part of the century.
Most performers today cannot get away with simply performing music with no stage
show, but many artists embrace the oppoitunity to offer more than just music to their
fans.
The development of online music downloading programs such as iTunes and Napster
greatly affected the music industry of the 2000s. No longer can artists depend on record
sales to judge whether or not an album is a success. Today it is all about the worldwide
tours and ticket sales. Artists must be able to play their music to the masses, but they also
must be able to perform in front of the audience. While record sales have gone down,
ticket sales have risen. However, with this trend, artists must focus their attention not
only on the actual stage performance, but on the promotion of the concert itself
This is where the concert promoter comes in. A promoter in today’s world brings the
bands fans in an area want to see and uses innovative marketing strategies to promote the
event. Just as the development of the Internet has led to a variety of file sharing websites
(whether it be legal or illegal), the Internet has provided a number of different
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opportunities to promote concerts to the people of a particular area. However, there are a
number of other promotional techniques that must be included in order to successfully
host a concert, but those methods are also changing with media and Internet
developments.
How the promoting passion came to be
I remember the very first concert I attended. I was 17 years old, which by today’s
standards is considered old to be a first time concert attendee, and it was when Aerosmith
came to the Pyramid in Memphis, Tennessee. Through a friend who worked at the
grocery store that operated the ticket distribution company, I managed to get tickets right
on the platform that cut through the middle of the floor of the audience. These seats
proved to be even better as my friend and fellow Aerosmith devotee Ashley and I were
allowed to stand right by the platform during our favorite band’s set.
Even before we knew how lucky we were, Ashley was prepared. She had spent all
afternoon painting a huge sign that read,“Give Me a Kiss, Steven!” with large painted
red lips and glitter. It was extremely gaudy, but was eye-catching. She managed to get
the poster into the venue without losing it and kept it close through the opening band’s
set. Then, Aerosmith came out and Ashley held the poster high above her head. Steven
Tyler, the lead singer, noticed, and he spent a moment singing directly to her before
walking down the stage. Ashley wasn’t satisfied. She continued jumping with the poster
until Steven walked back by her. He looked down at her, stopped, and said,“Come here,
sweetie.” There, in front of thousands of fans(and two very boisterous girls with hot
pink boas), Ashley was kissed by her idol on the lips.
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I was thrilled, whereas some best finends might be angry at not getting the chance to
smooch such an artist. The adrenaline and the thnll which coursed through Ashley hit me
as well. Riding home with Ashley, who still had stars in her eyes, I suddenly announced
in a very raspy voice,“I love this!”
The obsession with the “local scene”
As a senior in high school I was the entertainment editor for my school paper, The
Ouistor Chronicle. Several of my fellow staffers were involved in the Memphis music
scene, and through them, 1 became enamored with the atmosphere of local concerts. I
had my favorite local bands and 1 made sure local music was promoted thoroughly in the
paper. One particular issue of the newspaper was dedicated to local music. I interviewed
an underclassman who played guitar for a popular Memphis group and several members
of Memphis bands who didn’t attend my high school. I knew that in order for these bands
to sell their music and get shows booked, they needed a journalist to write reviews and
publicize their name. Even though 1 had little experience in the field, somehow I knew
that the only way to promote a concert properly was publicity, especially in newspapers,
Every weekend, 1 was at the New Daisy Theater, a music venue on historic Beale
Street in downtown Memphis,supporting my local favorites. Some nights there would
be several hundred fans there with me and others, barely fifty. As school ended and
summer came, my passion for local music faded a bit. My favorite local band, the
Process of Moving, had broken up due to different interests and 1 found myself
disenchanted with the egos of several of the up-and-coming artists. I still loved the
atmosphere of a rock concert, but the fascination with the local scene seemed to die
along with the Process of Moving.
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The passion continues... to a college newspaper
Even though I no longer felt the strong ties to local music as I had before, I still was
dedicated to publicizing concerts. My first year in college, I contacted the Daily
Mississippian. the campus newspaper at Ole Miss and began writing concert previews
and reviews for the arts and life section. By my sophomore year, I was the editor of the
section and free to promote music however I wished. It was during my time as editor that
I realized how many bands there are and how many publicists there are for these bands.
Every day I would have at least two CDs and press releases m my mailbox. Most of the
time I just threw the releases in the trash without much thought as to how hard someone
had to work to put together that release. The CD would be tossed in a drawer full of
albums that no one reviewed or even opened.
At the time, I thought I wanted to be an entertainment writer, so I never considered
how hard it is for a publicist to promote a band s

music if they are an unknown. I’m sure

I am not the only entertainment editor who has looked at a press release, shrugged, and
tossed it aside. As the year went on and I began contemplating projects for my thesis
research, I began to realize that if promoting

music was hard, promoting concerts had to

be just as hard. Most of those releases I received were for bands that would be visiting
Oxford and had I assigned an article to a writer or even written something myself, that
band might have been able to pull in a decent crowd to their show.
It never dawned on me the importance of press coverage until the very first time I was
acquainted with the music of Atlanta band Family Force 5. It was a weekday afternoon,
and while chatting with my editor, a group of musicians walked in to interview at the
radio station. Later, I was given free passes to the show, but 1 decided not to go. The

5

band didn’t cross my mind again until tv^^o weeks later, when a press kit from the band’s
publicist arrived on my desk. Unlike other media kits, this one caught my attention. The
band’s black sticker and logo was on the cover and the kit included a biography, news
clippings, publicity photos, the band’s debut album, and a DVD featuring two music
videos. That night, I went to my dorm room and popped the DVD in my laptop and
readied myself for the music to start playing. As soon as the music started, my roommate
and I looked at each other and said simultaneously,“I love this song!” The next morning,
we woke up singing the chorus to the catchy first single.
I soon found out that the concert they had put on previously had been extremely
unsuccessful. The band that now demands a $7,500 booking fee only had a handful of
people show up. 1 couldn’t believe how bad my luck was. To think that I could have
discovered this band just weeks earlier made me realize how important it is to look into
events coming to Oxford. It also was a perfect example of a public relations firm not
doing its Job properly. A good publicist would have made sure the media kit reached
Oxford at least a week before the show. She would call the entertainment editor and
make sure they had received the kit and check to see if the editor wanted to schedule an
interview with the band. However, publicists are notjournalists. Some have never even
taken a journalism course. They do not truly know how much it takes to catch the
attention of a section editor.
Writers must be able to pack a punch within the first few sentences of their articles or
the reader will get bored and not finish reading. A media kit needs to entice the editor to
open and read the press releases and band biographies. With all the other responsibilities
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that come with being an entertainment editor, not much time can actually be spent
looking through a stack of plain, boring, and untimely media kits.
Some publicists also do not realize how much time it takes for an article to get written.
Depending on the newspaper and how often it is published, it could take at least a week
to get an article written up for an event. When you are working in a limited time frame to
get publicity for a concert, time literally is money. It is extremely important to research
the newspapers before sending information. It might even be a bonus, especially when
working with college papers, to look at the paper’s website archive and see which
entertainment reporters tend to write concert stories. As a freshman, I was contacted by a
publicist through the section editor. The publicist had read a concert preview I had
written about a heavy metal band called Kittie, which had been extremely popular during
my middle school years, and she thought I would be perfect to write up an article about
her client who was coming to Oxford. I was honored, and I did write the article. This
publicist did the best thing you can do when trying to get media out there for a young
artist. She found a reporter who covered concerts whose writing style she liked, and
asked for that reporter specifically. Doing this almost assures an article will be written.
It’s what I like to call “stroking the ego.

A conversation between publicist and reporter

might go something like this:
Publicist: Reporter, I read that concert review you wrote last week and 1 really
enjoyed it. Judging by what you wrote, I think you will really like this singersongwriter Joe Smith. He’s playing your town pretty soon. Are you interested in
writing a preview for the show?
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Reporter: Why,thank you! It’s nice to know that someone liked my article. Of
course I will write a preview for you. When can you send me a CD and some
information?
In this example, the publicist brings up an article the reporter has wTitten. Entertainment
writers always love when someone mentions their articles. It makes them feel happy that
someone read their thoughts and enjoyed the article. By stroking a reporter’s ego, a
publicist develops a relationship witli the writer. Once this “bond” has been set, the
publicist can almost guarantee his or her client will be promoted with each visit.
Maintaining these networks is very important. A number of reporters, especially with
college papers, are there for at least four years. As a publicist, developing a relationship
with an editor or writer is always a sure way to get positive publicity.
The defining moment: Planning the thesis project
So, how does a journalism major getting an emphasis in public relations research a
thesis on concerts? Rather than dive into something consisting of monotonous leseaich,
such as the growing developments in concert performance, I wanted to study something
that would be beneficial to my future career goals. Up until the end of my first semester
junior year, I had jumped around the world ofjournalism trying to decide where I wanted
to go upon graduation. Always fascinated by criminal psychology, I first decided 1
wanted to be a crime reporter. After a semester of hard news classes, 1 soon decided that
particular field was not for me. 1 had always felt like I was better at writing features and
began to focus on entertainment writing. I felt as if I was well fitted to write arts and life
articles; that is, until I took a two week intersession course over winter break during my
junior year.
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A basic introductory course to public relations might seem boring to some, but I found
it utterly fascinating. I immediately took to it and enjoyed learning of the different
methods of promotion and case studies in PR. I felt my creative energy was rewarded
with public relations and developing campaigns to promote causes and organizations.
However, it would be the fall of 2007 before I would be able to take the second public
relations course under Robin Street, a class which involved an actual internship and
campaign. Even as I looked into internship opportunities for music promotions for the
summer, the wheels were already turning for thesis project ideas.
After securing a summer internship with Live Nation concert promotions, I finally
came to the conclusion of what I should focus on for my senior thesis. Although the
logistics of the project would be worked out later, my plan was to use all of my research,
ideas, and training with Live Nation to initiate and promote a concert in Oxford. 1 would
be responsible for everything; booking bands, getting sponsorships, designing t-shirts.
printing tickets, etc. Upon searching for hard research material I was surprised to find
that there are not many published books or articles concerning promoting and marketing
a concert, especially in a college community. I would be working off of knowledge I had
gained over time and the advice of others rather than just studying books on the matter to
prepare myself. Troublesome as the research might have been, I was absolutely positive I
would be able to follow through with this goal, but at the time I did not realize how much
work would be involved in this one-woman effort.
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Chapter Two
The Internship
Midway through the spring semester of my junior year,I was offered an internship
with Live Nation in Kansas City. My title would be sponsorship intern, and I would
work closely with the director of sponsorship and the sponsorship coordinator during the
summer concert season at Verizon Wireless Amphitheater, an outdoor venue in Bonner
Springs, Kansas, which was about forty-five minutes from the offices in Prairie Village.
Live Nation is the world’s premier concert promoter, operating a number of venues
throughout the United States and holding booking rights to over 170 venues throughout
the world. The opportunity to intern with such a large and popular concert promotions
finn would offer me the experience and knowledge necessary to work in this industry.
Live Nation’s Kansas City office operated several venues throughout the area, but the
mam venue was the Verizon Wireless Amphitheater, which can hold upwaids of 18,000
people and had a Toyota sponsored VIP club and Hooters sponsored lounge. Most ol the
summer
larger concerts Live Nation brought to the region were held at Verizon, so my
was dedicated to working with the specific sponsors for that venue, although 1 did some
work with other theaters managed by the company.
My responsibilities included maintaining a database of ticketing infonnation for all the
Live Nation venues. Basically, I was to keep a log of all our event and venue sponsors
who requested concert tickets. Wlien the tickets were delivered to my office, 1 was to
package and ship them to the specific sponsor and keep track of the number of tickets that
were sent 1 was also to manage the Verizon employee ticket request voicemail. Daily, 1
would check the voice mail box for messages from Verizon employees requesting
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complimentary tickets, and I would direct them to the ticket manager and make a note of
the request. Also part of my job was locating all event advertisements in local
newspapers and entertainment guides, as well as commercials for local radio stations.
After making notes of what sponsors were mentioned in the ads and how many times, I
would make weekly updates to a spreadsheet tabulating all the numbers.
However, my main Job at Live Nation was to gather material for the year-end
sponsor recaps, which were presentations given to each sponsor providing information
about how their company or organization was promoted throughout the concert season.
These had always been an integral aspect of each concert season, as infomiation and
photographs were very helpful in maintaining amphitheater sponsors.
At every concert, I would wander around with the digital camera snapping photos of
sponsor banners and signage, as well as sponsor booths that were set up at each event.
All sponsors were allowed to set up booths to promote their company. For instance,
Verizon Wireless, the largest sponsor, would have a street team on site. The street team
would set up a tent with sample phones people could make phone calls from. The

team

would also have the official Verizon Wireless van open, where people could look up
infoimation on the computers and watch music videos. Verizon would also have another
tent set up where employees would hand out seat cushions, peppeimint tins, and Chap
Stick bearing the Verizon logo as people came in. Lfsually, they would set up a flat
screen television and hook up a video game system to let fans play Guitar Hero before the
show started.
The first working day after the show, 1 would upload all of the pictures to a specific
folder. For instance, pictures from the July 3, Def Leppard concert would be uploaded to
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the folder called “Def Leppard 07/03/07.

From there, pictures would be divided by

sponsor into separate folders. In order to keep track of what photos had already been
taken, I was responsible for creating a spreadsheet list of all the sponsors and what photos
had been taken. Included in this spreadsheet was the location of each individual photo in
the folder, a description of the photo, and the new name given to tlie photo. For instance,
a photo of people enjoying food and drinks in the Toyota VIP club would be titled
Toyota VIP” and the description would be “guests in club,

This was a tedious task, but

was very important when creating recaps for the end of the season. Using a very detailed
filing and naming system made the pictures easy to locate when it came time to begin
designing the recap presentations.
Also on that first working day after a concert, I would call over to the venue office to
find out the exact number of attendees at the conceit. I would keep the numbers in a
notebook by my desk, so that once I started working on the PowerPoint presentations for
recaps, 1 would be able to easily add the total number of concert attendees throughout the
entire season. As the season wore on, I would begin to design PowerPoint’s for each
sponsor, first by noting the number of attendees at an event and then placing photos of
sponsor-related activities and signage at the concerts.
Although keeping up with this sponsor information was one of the key points to my
job, helping initiate a new promotion called Text 2 Win was something 1 thoroughly
enjoyed. Before gates would open, I would gather a team of event workers and explain
the basic concept of Text 2 Win. Those interested could text a code to three different
numbers for a chance to win a Wendy’s gift card, Toyota VIP package, ticket upgrade or
a MP3 player. In order to promote this contest, we would hand out flyers to attendees as
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they entered the amphitheater and quickly explain what the contest was for. It was a bit
of an awk\\^ard situation, as most people just ignored us and walked right by us.
The promotion was also advertised on the jumbo screens attached to the side of the
stage and at tlie Live Nation kiosk set up in the main entrance plaza ofthe amphitheater.
Those who participated in the event and won would receive a text message instructing
them to go to the kiosk to claim their prize. I would meet my supervisor, Ashley Netzer,
and the two of us would hand out the prizes as the contestants came up and showed us
their wiiming text message. This promotion had the potential to be something very
beneficial to both the sponsors and Live Nation, but it wasn’t until almost halfway
through the summer concert season that the technicalities witli the texting system actually
began working properly. By that time, the end was near for Live Nation at Verizon, in
more ways than one.
Everything seemed to be running smoothly until one day Ashley called me into her
office to tell me she would be leaving to work for a non-profit medical group as an event
coordinator. There were mmors circulating throughout the office that Live Nation, which
had operated the amphitheater in Bonner Springs for 14 years, would not be renewing its
contract with Unified Govermuent of Wyandotte County, the organization that owned the
property. If that were to happen. Live Nation would shut down its Kansas City office,
and only occasionally bring shows to the other venues.
Even though Live Nation operated other venues in the metro area, keeping a staff for
the few concerts that would be held at those venues would make very little sense. Any
major events that would be held by Live Nation in Kansas City would be handled by the
St. Louis branch and only one or two Live Nation staff members in Kansas City. The
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position of sponsorship coordinator would not be refilled until an official decision was
made and I would begin to work with the director of sponsorship. However,I essentially
would become the sponsorship coordinator, and rather than stand in the shadows and step
up whenever I was needed, I was responsible for keeping in touch with sponsors. I would
contact all the sponsors in the week before each concert via e-mail and find out what
items they might need for their booth and what time they would show up to the
amphitheater.
I was also in charge of creating and printing a day-of-show sheet, which was basically
a checklist of everything the sponsorship department would need to do on that particular
day. This could include checking in with workers in the Toyota VIP club and Hooters
lounge, making sure all the signage was properly lit, helping sponsors set up their booths,
or putting up and tearing down the sponsor banners. This checklist, which remained
basically the same from show to show, was very beneficial. Sometimes it would not be
uncommon for one of us to forget what particular banners to put up for a specific show,
and our day-of-show sheet would provide that necessary information.
In June, the news finally came that Live Nation would not renew its lease with Unified
Government and the amphitheater would be left without an operator at the end of the
concert season, after REO Speedwagon played September 7. Essentially every person
employed by Live Nation would be losing their job at the end of the summer,from the
catering department to the operations manager. Suddenly, the important aspects of my
job seemed to dissipate. Although I continued to take pictures and maintain the photo
database and spreadsheet, my supervisor told me he was not likely to set up end of season
recap presentations. Ail the work I had been doing all summer with the presentations and
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my collection of information was now worthless. One of the major projects involved in
the internship - the end of season recaps- was not going to happen and my meticulous
organization of photos and data were rendered unusable.
This development made me realize the lack ofjob security in such a business. While
I continued to try and do what I could as a sponsorship intern, my co-workers were
hustling to find other job opportunities. Some, like my supervisor, were offered
opportunities with other Live Nation facilities. As the summer wore on, we lost hope for
an agreement to magically come together. Hope as we might, Live Nation would be
leaving Kansas City, and the future of the amphitheater was at stake.
The Changing Tide at Live Nation and Verizon Wireless Amphitheater
The amphitheater I knew as Verizon Wireless was built in 1984, right before the
height of the outdoor music festival craze going through the country. Called Sandstone,
the name was changed in the 2007 concert season after the mobile company acquired
sponsorship rights. Live Nation, under several different names, would operate the venue
for fourteen years before deciding to end its contract with Unified Government.
However, the main concern for those who had spent years attending concerts at the venue
was what its fate would be.
Wyandotte County is a booming county located on the Kansas side of Kansas City.
The county government recently voted to allow a water park and casino to come to the
region. This development ftieled the slightly outrageous mmor that the amphitheater
would be flattened to make way for a Midwest Disney theme park. Mark Taylor, public
relations director for Unified Government, did not help much when he told the Kaynsas
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City Stan “if someone came in with a proposal to build an S800-million resort and casino
on (the amphitheater) land, we'd probably talk to them.”
There were several different agencies that were interested in running things at
Verizon; however, it would be an extremely expensive task as Live Nation would be
taking its equipment with tlie end of the contract. The final decision was to sign a twoyear deal with Chris Fritz, who worked as a promoter with Live Nation, and have his
independent company. New West Presentations, run events at the amphitheater, which
would be renamed Sandstone for the 2008 season.
Over the years, the numbers of attendees at concerts at the amphitheater had
dwindled, as well as the number of concerts held tliere. In 1995, Live Nation held
twenty-nine shows at the amphitheater, and in the final season of operation, only
seventeen shows were held at the venue. There are a number of factors which could
cause this, although there is really no hard data to back up these claims. Most touring
bands prefer to play smaller outdoor venues that they are guaranteed to sell out rather
than a large venue that may or may not reach capacity. Verizon and Live Nation not only
had to employ the marketing staff to run the conceits held there, but also had to hire
hundreds of staff people to do everything from check tickets at the gate to carry around a
cooler selling beer. The costs alone of running such a large venue outweigh any profits
an organization might get out of ticket costs for an event.
During the summer of 2007 - from roughly June 1 until August 1 - not a single event
held at the amphitheater was at capacity. The closest it ever came was during rocker
Ozzy Osborne’s annual Ozzfest tour, but even that festival did not reach 1 8,000. The
largest concert draws were definitely the country artist tours. The Brooks and Dunn and
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Alan Jackson headlining tour brought in a much larger crowd than the Def Leppard show,
and the Poison concert did not stand a chance against the Toby Keith tour. Even though
the country acts did seem to draw the largest crowds, the venue still was never technically
sold out, and it was extremely difficult to make money from the concerts.
Another reason why attendance seemed to be moving in a downward trend was the
cost of going to one of these concerts. Tickets alone were generally over $20 each and
that did not include the number of different fees that people were required to pay in order
to go through the ticketing agency. The cheapest way to acquire tickets was to go to the
amphitheater box office, but that was an inconvenient task for most working people. The
location of the venue and the price of gas may have also contributed to the lull in
attendance. Although situated in a commercial region of tlie greater Kansas City area
(the Kansas Motor Speedway, ballpark, and a massive shopping center are literally
minutes away from the gates to the amphitheater), it was not central enough to residents
of the city and nearby suburbs. In fact, it was at least an hour’s drive from the middle of
the city to the amphitheater. During the summer, when gas prices were extremely high,
most people had the mentality,“Oh,I will just catch that band the next time they come
through.”
Plus, there is the ever present weather factor. Although a fairly mild climate, the
summer in Kansas is nearly as hot as a Mississippi summer. The bulk of concerts took
place in mid to late June and July, two of the hottest months of the year. An outdoor
venue cannot provide the air-conditioning that an indoor venue can, and there were very
little, if any, shady spots available for those seated on the lawn. Although heat was a
contributing factor, rain was probably the biggest concern with an outdoor venue. Shows
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were never officially cancelled; in case of a thunderstorm attendees would be asked to
return to their cars to wait it out and tune into a designated radio station to hear for when
they could return to tlie venue. Although we never had to ask attendees to do this during
the 2007 concert season, there were issues on several events pertaining to the weather.
Red, White, and Boom, a music festival put on by one of the local radio stations, came
during a week of rain. The administration building phone was ringing constantly with
people wanting to know whether the show was cancelled or not. Although that particular
crowd was well above average, the event obviously lost a number of attendees due to the
inclement weather.
The second occurrence of rain came during Ozzfest at the end of July. Torrential
downpours put a halt to the various activities until it finally dissipated. An added
annoyance to this particular show was that blankets, which were normally allowed at
events, were banned because people attending other Ozzfests were lighting their blankets
on fire.
A number of factors including those aforementioned are just explanations for the
deteriorating crowds at concerts held at the outdoor venue. Booking agencies no longer
felt their touring acts could sell out large arenas, so they began looking for smaller, more
intimate settings for concerts. The 8,000 seat Starlight Theater, located on the opposite
side of Kansas City in relation to Verizon, was much more inviting to bands and artists
such as the Goo Goo Dolls and Willie Nelson. These acts could interact more with a
smaller audience; plus, the cost of hiring people to cover 8,000 guests was a lot less than
hiring people to cover 18,000-plus guests.
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New Developments
Even though Live Nation is no longer a major presence in Kansas City, that does not
mean that Verizon Wireless has to go completely under. Several groups were interested
in producing shows, but Chris Fritz’s unique plans for more affordable concert
experiences eventually won out over the other groups. Fritz’s group will not begin
hosting events until later this year, but he has already put the amphitheater, which has
now returned to its old name of Sandstone, in the headlines witli his new marketing
strategies.
Live Nation’s beer sponsor was Budweiser; therefore, all beer sold at events had to be
Budweiser products. This beer was expensive, and while most concert attendees of age
did purchase the $10 beer, it was a major complaint they often made. One of the changes
Fritz has already announced for the 2008 conceit season is a lower price on beer, plus the
addition of a $5 beer. He also reported that there will be new food for sale at all events.
The former food vendor, Aramark, offered little options other than bland popcorn, stale
nachos, and tasteless soft pretzels to concert attendees. According to a January article in
the Topeka-Capital Journal, the venue will now offer “health food and local specialty
cuisines.
Although these food and beverage developments will probably help the amphitheater
make more money than before, the decision to make the venue and concerts more
environmentally friendly is the most unique change Fritz has. In the past, every person
attending a concert was required to pay for parking. Now, Fritz has initiated a promotion
for people who carpool to concerts or drive electric cars. The operations in the venue
itself will be less destructive to the environment. Fritz plans to initiate programs that will
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“recycle, reduce paper usage, use recycled materials and lower energy consumption”
(Topeka-Capital Journal).
These changes and developments are important to understand in the world of concert
promotion. With the increased price of concert tickets and heightened gas prices, the
numbers attending concerts these days is slowly but surely dwindling especially for a
large outdoor venue such as Sandstone. Coming up with cheaper ways for people to
enjoy these concerts will be a draw that will entice more people to return to the old
venue.
The idea to create a more environmentally-friendly environment for the concerts will
also be beneficial. Most concerts are not known for their cleanliness, and rarely does one
have recycling bins locating throughout. By offering these options, New Wave and
Sandstone are showing that people can have fun and enjoy a rock concert, but also help
protect the enviromnent at the same time. Thousands of people attend concerts at the
venue each year, and the option to recycle might help prevent them from littering the
ground with empty paper cups and beer bottles.
What will probably wind up being the most successful venture is the plan to offer free
parking to those who carpool or use alternative fuel sources. There is rarely one person
who chooses to attend a concert alone. By encouraging people to ride together to
decrease fuel emissions, Sandstone will not only be helping the ecosystem, but helping
with the parking issues at the amphitheater as well. Parking for events can be as
expensive as $20 per vehicle, and while losing that money may seem like it would hurt a
large venue, doing so might actually raise the number of ticket sales and concert
attendees.
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Chapter Three
The Basics ofConcert Planning and Promotion
The most important thing to consider when trying to initiate a concert is the steps
that are necessary to get the whole process completed. Going to concerts frequently is
not enough to put together a well-structured concert. The best thing to do when planning
for a concert is to create a list of everything that will be required in order to make the
event happen. It is very important to cover all the basics in writing this list, so the best
thing to do is start simple. Before beginning the venue and artist search, come up with a
tentative budget that covers all assumed costs. Some of these costs could be the charge
for the venue, bands, advertisements, tickets, and a number of other expenses.
First, it will be important to find a venue within the allotted price range. Research
different venues in the area and find the one best suited to your particular concert, and, if
the case may be, cause. Oxford is blessed with a number of different venues to hold
concerts, but in a way, this is a bit of a curse. Most of the available venues are at bars or
restaurants, and consist of extremely small stages and even less room for attendees. If the
event is going to be a dance paity, birthday party, or something similar, holding the
concert in one of these many venues would not be an issue. This is Oxford’s blessing.
Oxford’s curse is its lack of larger venues. If the hope is to bring in several hundred
people, there are very few venues in the area that can hold that amount. Night Town
Billiards is one of the larger venues with live music, but with the other activities going on
nightly, holding an event such as an awareness concert would not really fit the mold. The
campus offers several different venues for concerts, the most obvious of which being the
Grove stage. Twice a year, free concerts are put on in the Grove by the Student
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Programming Board, and the sheer size of the outdoor environment is large enough for a
few hundred people to even a few thousand. However,just like the problem with
Sandstone in Kansas, the stage in the Grove is an outdoor venue. If the weather is too
dangerous, the show has to be cancelled or might deter guests.
To protect from potential cancellation, Fulton Chapel or the Gertrude C. Ford Center
for the Performing Arts are also options for concerts, depending on what type of show is
being put on on. Fulton Chapel is home to the many productions the theater department
arranges each year, so a theatrical concert would be more likely to flow with the
environment at that particular venue. The Ford Center is Oxford’s only venue large
enough for a fairly large indoor concert- say around 500-plus people - but the classiness
of it deters most non-traditional shows from being held there. In 2007, rock band Wilco
performed at the Ford Center, but since then, there has not been a booked performer
following this same vein. The Ford Center is a venue one expects to find classical,jazz,
or even adult contemporaiy music. Rock ‘n’ roll just does not fit with the atmosphere
and environment.
The best indoor venue near the university campus is the Powerhouse, home to the
Yoknapatawpha Arts Coucil. The Powerhouse offers a 300-person standing capacity and
hosts several concerts during the year. It has its own sound equipment and can assist in
recommending people to operate the sound board and locating someone to provide
security for the event. The ability of the Powerhouse to offer these amenities was the
main reason 1 decided to book it for the concert for Mississippi Blood Services. As a
non-profit organization, we would only be required to pay $1,000 total to have the use of
the Powerhouse that particular day. The funds available through Mississippi Blood
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Services would be enough to cover the costs of the venue; all I would have to raise would
be any security or equipment costs, payment of the bands, and money to cover the costs
of event t-shirts. As I was hoping to have at least a hundred attendees, the Powerhouse
seemed to be the way to go.
However,the Powerhouse does have one major downfall. There is hardly any parking
available around the building, and the front parking lot is very small, as well. With
several hundred people expected for an event, not having parking can definitely be a
deterrent. In my quest for sponsorship, I learned that on occasion, the Ace Hardware
store across the street from the Powerhouse will allow an event host free use of its fenced
parking lot, as long as a security guard is present to escort people to the venue. This
avenue provides much more parking near the venue, but also requires paying for another
security guard to sit in the lot during the event. This might prove difficult for some trying
to book concerts; according to the store manager, they only allow free use of the parking
lot for non-profit events or events not out to make money.
The venue is booked, now what?
Once a venue is booked, the next step in the concert process is to decide the set list of
bands and the order in which they will play. Typical concerts can have anywhere from
two to five bands perfonning in a four to five hour block, so its important to have artists
of different standings. For instance, booking four extremely popular bands to play an
event probably is not the best thing to do. What band would be the first and what band
would be the last? Would one band get more time on stage than the other? How would
that be fair? The best thing to do is pay attention to popularity and fame of the bands
sought for booking.
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A show such as Mississippi Blood’s Rock for a Cause, should have four bands set to
perform. The first band should be a fairly young group from the surrounding area trying
to make a name for itself. This goes whether or not the concert is specifically a local
show only or a show with a national band as a headliner. The second and third acts
should be slightly more popular and well-known than the first. Generally, if the show
consists of a national act, the third band is up-and-coming in the radio play world. They
could have a hot new single burning tlie charts which would warrant the second ranking
for the concert. The final act, the show’s headliner, should be the most successful of all
the perfoimers and the one most likely to draw a large crowd. This artist should also
have the longest set time of the concert. They are the major draw for the concert;
therefore, they should be able to close the show and have enough time to do so.
There are important factors to consider when booking bands for a particular venue and
crowd. For a strictly college or high school environment, hip-hop artists would be a
definite possibility, depending on the venue. It would not be a good idea to have a cursespurting musician headlining a show in Fulton Chapel, but such an act in a fraternity
house or one of the other venues available in Oxford would be an option. However, the
most important thing to consider in this is the audience and the message of the event. If
the concert is strictly business (for example: the concert is being put on for strictly
entertainment purposes or for monetary gain), then finding performers that people
thoroughly enjoy is very important. However, if the concert is promoting a cause in a
family-friendly environment, such as the importanee of blood donation, having an artist
who uses inappropriate language may not be the best way to go about setting up
performers for the event.
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Of course it is also crucial to think about what acts are popular with the audience you
are trying to reach (in public relations terms, that audience would be the target public).
However, it is important to realize that without plenty of financial support, booking a
nationally known act might not be entirely feasible. There are several factors that a
promoter must keep in mind when deciding what bands to contact. First off, where is the
band from? If tlie group must travel a long way travel expenses might be factored in with
the cost of the band. Booking rates differ from band to band and from booking agent to
booking agent. Jonezetta, a moderately well-known pop-rock band originally from
Jackson, requires at least a $2,000 bid to come to Oxford. While that may seem steep, it
is probably one of the best deals for a band around.
Family Force 5, the band that first tuned me in to the importance of good marketing,
hails from Atlanta, records mainly in Nashville, and is booked for events out of
Nashville. Although not a Top 40 commercial band, Family Force 5 has achieved much
fame in the alternative Christian music movement and has toured all over Europe. To
bring this band to Oxford would cost $7,500. That’s not including the cost of food and
housing while the band is in town; that is added on separately.
This amount would seem quite over the line in comparison with Ingram Hill, a
commercial alternative rock band that has had moderate success with the music charts.
To book Ingram Hill in Oxford would mn anywhere from $4,500 to $6,000. This is
actually a decent rate in comparison to Family Force 5. Students in Oxford like Ingram
Hill. Most have never heard of Family Force 5, and if they did, they probably would not
like what they hear. If a budget only allots enough funding to book one national band,
the obvious choice would be to go for the well-known band. To tnily succeed in the
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concert world, having a band people will actually want to see is important, no matter
what the personal music tastes of the promoter might be.
So, how does a person go about finding out this important booking information? In
most cases, it is rather simple. Most all bands in our digitized society have profiles on
social netVk'orking sites (for more on these as promotion tools, see Chapter Four).
Although Facebook is rising in the ranks with artists, the major networking website for
bands to access is MySpace. Through this site, bands can upload several different songs,
videos, and pictures for the masses of MySpace to browse, and they can also provide
pertinent information through this channel. For instance, most bands will include an email address or telephone number for a press contact, that is, the PR person for the band.
The press contact sets up inteiviews with reporters for the band, and keeps track of all of
the newspaper, magazine, and web clips to send in media kits in the future. If a band has
a press contact, chances are there will also be an address for a booking contact. In most
cases, a simple e-mail can point someone in the right direction when it comes to
acquiring booking infomiation for a particular band.
If this information is not provided on the band’s MySpace account, searching its
record label website is another direction to search. Many record labels have several
bands under one booking agent, and by simply locating the artist in the drop-down box of
a record label website, the booking agent information can be easily located.
Occasionally, problems arise and the infomiation provided is old and outdated. For
instance, Better than Ezra’s last record label, Artemis Records, went out of business in
2004. I'he band’s official website and MySpace provide little information as where to
locate booking information. If this is the situation, it is good to have a basic knowledge
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of the major booking agencies in the country. Although there are a number ofthem, the
largest agencies are probably the best place to look for information on a particular band.
One of the best booking agencies in the country is the Agency Group, which books
over 1,000 acts of various genres on a daily basis. It also has offices abroad to aid in
international booking. Just some of the bands on this agency’s roster are 3 Doors Down,
REO Speedwagon, and even Kenny G. Even if they do not have the booking rights to a
particular band, they are always a ready source for possible information on who mit^ht.
Monterey International is anotlier booking agency with a number of bands that would
interest a college community; its roster includes the likes of Ingram Hill, Soul Asylum,
and Sister Hazel. After weeks of trying to locate a booking contact for Better than Ezra, I
had moved on to contact the booking agency for Ingram Hill. It was while looking up the
on
agent on the Monterey International website that I noticed that Better than Ezra was
the artist roster.
Information which would seemingly be impossible to locate can sometimes appear in
the most surprising of places. The websites of these and other booking agencies offer a
vast amount of infonnation about band booking and availability if a band’s official
website and MySpace site lack this important information. Once initial contact with the
booking agent has been made and an agreement made on the cost of booking and the date
of the event, it is time to move on to another extremely important step of the promotion
process: coordinating sponsorship and fundraising.
Fundraising and Sponsorship
Depending on who is organizing a concert, sponsorship could be the most important
aspect, or not so important. Fraternities are generally willing to pay out of their own
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personal budget to book bands, but for a local promoter with little financial backing,
paying for the concert can be a difficulty. This is where sponsorship comes into play.
The first thing to prepare before contacting potential sponsors is to create a
sponsorship form for the business to fill out. This shows professionalism on the part of
the sponsor seeker and also gives the potential sponsor a physical document to consider.
This also makes the event more legitimate. While preparing this sponsorship form,
deciding a ranking of sponsors is something to consider. A business tliat donates $500
should have higher ranking than a business that has donated $100 or less. For a sample
of a sponsorship fonn, see Appendix A.
Promoting and booking such an event in a college town has its perks and its
drawbacks. Although not a tiny town, Oxford and the Ole Miss community have a
number of non-profit groups and clubs seeking sponsorship for different activities.
Sororities look for charitable donations for philanthropy and other groups seek support
for their own causes. Raising enough money to book even a show comprised of local
bands can be quite difficult. The number one thing to remember: allot plenty oftime to
meet with businesses and talk about what benefits they will achieve by donating to the
cause.
If sponsorship seeking begins several months in advance, it is quite possible to
receive funds from casinos and national businesses. Most casinos require at least a two
month period before the date of the concert to even consider providing funds for a group
or event. Sam’s Town actually seeks out causes to donate, but the company usually looks
for these oppoitunities early in the year. It is important to look for infonnation on the
casino website and submit a request for sponsorship as soon as possible. FedEx also has
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a division specifically for sponsorship, but it requires information and plenty of time to
consider the event.
Seeking local financial sponsors tends to be a more difficult task. These businesses
are the ones that are often hit up for money from other organizations, and some of the
time they are not even willing to listen to a sponsorship speech. However, there are other
businesses that are more likely to make a financial contribution, even if it is just a small
one. Banks are the most obvious choice, as they are always seeking ways to reach out to
the community. Deciding what businesses to contact also depends greatly on an

event’s

target public. If the target public is college students, then businesses to contact would be
ones that would have that same target public. Apartment complexes are always a good
option for possible sponsors, but contact with property managers must be continued in
order to have the complex follow through with the sponsorship.
Law firms might also be possible sponsors, but with so many diffeient law firms in
Oxford, it would be better to focus on a particular type of lawyer, such as one that
specializes in traffic cases. Insurance agencies might also express interest in helping
sponsor this type of event. However, businesses which are most likely going to be time
wasters are car dealerships. Although at one point good about donating to charitable
causes, car dealerships tend to shy away from any type of donation, possibly due to the
sheer cost of advertising. It is better to spend two weeks contacting several different
businesses than to spend that time hoping to receive a sponsorship from a dealership.
As mentioned before, in the quest for sponsorship timing is key. If the concert is
being organized by just a small group of people, allotting at least four months to gather
enough sponsors for the concert is a definite requirement. If the promotion team is
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slightly larger, then tw'o months may be enough time to raise the money for the concert.
However, it is a good idea to have a backup plan in case the money cannot be raised.
Deciding on a set amount a non-profit organization can offer for such an event is
something that should be considered in the budgeting process.
The major step: promoting the event
Every step in the concert planning process is crucial in organizing an efficient and
well-attended event; however, the definitive step is the promotion that goes into
advertising such an event. There are a number of different ways to promote such event
without spending a lot of money on paid advertisements. Hosting a concert in a college
community offers a majority of different outlets for promoting a concert.
The first thing that should be completed after the date is set, the venue is booked, and
the bands are contracted is to get coverage in the local media outlets. The most basic step
in this process is to write a press release for the event and submit it via e-mail or regulai
mail, depending on your time constraints, to the newspapers, magazines, and television
stations in your community. A press release is a basic journalistic story written by a
publicist or event coordinator giving the essential infonuation of an event and providing
further information and quotations. The hope is for one of two things to occur after the
press release has been received by a newspaper. One, the specific editor reads the release
and assigns an article to be written by a staff reporter or two, the newspaper actually mns
the exact release is published in the newspaper. Either one of these options would be
extremely beneficial to a promotion campaign for a concert. To view a correctly
formatted press release, see Appendix A.

30

'I

When deciding which media outlets to send releases and information to, a simple
method to organize the different newspapers, magazines, radio stations, and television
stations is needed. A media list is exactly what it sounds like: a list of all the media
outlets you hope to reach. A little bit of research will provide an editor, e-mail address,
land address, and telephone number for the publication, as well as the dates of publication
or airing. Initiating early communication with these editors and station managers helps
ensure that your event will receive coverage. For a sample media list, see Appendix A.
After the event has been successfully covered in print, contacting tlie local radio
morning shows is a good way to promote the event to a group of people who might not
read newspapers daily. A good portion of the student body have early morning classes,
and discussing the event on the radio will help reach those who have no interest in
picking up an issue of the campus paper. This also helps reach those people who may not
be students at the university but would be considered part of your target public.
Radio can be very helpful when it comes to covering non-profit funded events. Radio
stations will accept public service announcements to run on the air without charge, but
sometimes it is not guaranteed when the spot will run. Working with college radio makes
this task a little simpler. Student managers are easier to reach and generally are willing to
assist in any way possible, be it creating a commercial to run over a period of time or
having disc jockeys announce the concert during hourly breaks. Giving the radio station
tickets to the concert to give away on the air is also a surefire way to have the radio
station committed to the cause. For a sample script of a radio station event commercial,
see Appendix A.
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Another perk to working witli college radio is the station’s ability to broadcast live.
Inviting the station to set up a booth at the concert and go on air will help bring last
minute attendees to the concert. It will also help bring awareness to the cause, even if
some people are unable to come to the concert.
One of tlie most basic tasks in promoting a concert can sometimes be the most
difficult. Knowledge of graphic design techniques is crucial when designing the flyers
and posters for the concert event. Posters should make a person stop in their tracks and
take another look. Many bulletin boards on college campuses are already cluttered with
other posters and flyers, which is why it is so important to spend plenty of time designing
a creative poster that will catch the person’s attention and print it within a week of the
concert so the posters will be able to stay up longer. A sample flyer is available in
Appendix A.
So far, we’ve discussed the basics of booking and promoting a concert in a college
community such as Oxford. What we have not spent much time looking at is the obvious
importance of the internet in modem live music marketing. Using social networking
websites is the best way to reach an audience, and according to Layne Feldman, who has
spent the last fourteen years working in every aspect of the music industry, it is slowly
replacing radio as a promotion tool. (Radio) is not the only game in town,” Feldman
said.

A lot of people don’t listen to the radio anymore and they certainly get on the

internet.

Chapter Four will discuss the importance of the internet in live music

marketing. For a full interview with Feldman, see Appendix B.
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Chapter Four
How to Properly Use the Internet to Market a Concert
There is not a college student in America who does not know the internet monster that
is MySpace. MySpace was the brainchild of Tom Anderson and Chris DeWolfe, and in a
few short years, rose to be one of the top websites visited in the world. Started in 2003,
the fame of this social networking site quickly grew and it now boasts millions of users,
all who are able to join the website for free.
For Anderson, who was once a member of an alternative band, MySpace would offer
the opportunity for young musicians to get their music out to the masses without having
to tour extensively or spend thousands of dollars in the studio. The website now offers
specific profiles for musicians where they can post songs and videos and be included
when people search for specific kinds of music. Since the boom of MySpace, there have
been a number of books published on the ability of this networking site to create fan
bases for bands that would have not stood a chance without it.
Probably the best, but most basic, of these books is MySpace Music Marketing by
Bob Baker of the webzine “The Buzz Factor.” Baker takes the reader through the basic
steps of developing a profile, uploading music, and creating an image that will attract
fans. Nicky Kalliongis, a successful music industry representative, offers his own advice
in MySpace Music Profit Monster! and event delves slightly into other methods and sites
of promoting music. However, neither one of these music industry insiders spends any
time discussing how beneficial networking sites can be when promoting an event.
Although it is illegal to post songs that are not original on a musician’s website, it is
simple to create a basic account for a concert. Without breaking any music protection
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laws, the music of the bands performing at a concert can be added to an individual
profile's MySpace music player. By creating an account for a concert, it is possible to
send friend requests to a number of people from those who are fans of the bands that are
playing to people who live in the area and are a part of the target public. There is a
search option where the user can select an age range, gender, and location of people to
search for. A list of names will pop up, and from tlien on ifs only a matter of making the
friend requests that will bring those potential attendees to the event’s profile.
The Myspace site should have all the necessary information about the concert plus
additional infonnation about the people who are putting the show together. Pictures of
bands perfomiing can be included in the photos section, with permission of the band, and
it is even possible to insert a copy of the flyer or poster onto the website. Bulletins can be
posted so that everyone on the friends list can read about new developments related to the
concert. Although these abilities are good reasons to create a MySpace for a concert, it is
rather time-consuming and difficult to manage a MySpace account for an event.
Artists are able to post their own music and spend more time searching for potential
friends. This is where Baker and Kalliongis’s books come in handy, as they also provide
the special coding to make the website especially attractive to the eye. Bands and artists
have several months to develop their MySpace page and come up with different methods
of communications with their fans, which is something a concert promoter cannot do.
However, the simple fact that MySpace can generate so many website hits is reason
enough to spend the time to develop a page.
Fhough MySpace can be beneficial in the concert marketing process, the quickest and
easiest internet promotion tool is Facebook. Founded by a college student in his Harvard
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dorm room, Facebook started as a social netw'orking site specifically for students in
college, but has now opened its doors to people of all backgrounds and education. This
change in membership requirements has increased the number of members of the site,
which in turn means an event can reach more than just the college community.
Rather than spending the time creating an account for a concert like MySpace
Facebook allows the promoter the ability to create an event, and also to invite 100 people
to it at a time. This alone is a major timesaver in comparison to the click-by-click and
search method that is required for MySpace. If a promoter has 500 friends on Facebook,
they can invite their entire friends list in just a matter of minutes, something that takes at
the very least an hour when using MySpace. Then, those friends can invite their friends,
and before long, the guest list has grown extremely large and tlie word is out to the
college community.
While MySpace and Facebook allow for innovative and quick online marketing
techniques, they should not be the only place to find infonnation about a concert.
Although a large percentage of a concert’s target audience can be found on these
websites, there are those who refuse to join either site, and some never check or update
their profiles. Using these networking sites in addition to standai*d marketing teclmiques
will be beneficial in helping get the word out about a concert, but it does not guarantee a
crowd. A number of people with accounts on these sites will accept a friendship or reply
that they will be attending an event without even looking at the details. So, an event
could have a seemingly decent guest list of 100 people, but that does not mean that those
100 guests will actually show up for the event.
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Sending out press releases and media kits for concerts will always be the main focus
of promoting a concert, but the development of networking sites does aid in the
promoting process. Using these sites, a show promoter can recruit people to spread the
word by having flyers and posters available for download(MySpace)or allowing guests
to invite their friends (Facebook). As netv\wking sites continue to develop new
attributes, one can only guess what new event marketing techniques will arise over the
next few years.
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Chapter Five
Rockfor a Cause: A Promotions Case Study in Action
After spending the summer working in the concert business and seeing how the
promotion and sponsorship departments worked,I began to feel determined that
somehow I would organize a concert as a part of my thesis research. I did not want to
just put on a concert; 1 wanted to promote a cause. I was not sure how I would be able to
do so or how I would get tlie money to plan such an event, but I knew with the start of the
school year, I would find my answer. 1 did find an answer, with Robin Street’s advanced
public relations course. The goal of this class was for the students to experience first
hand what a PR professional does on a daily basis by completing a semester-long
internship with a local organization.
Several different PR professionals from the local region came to discuss their business
with the class and then students were allowed to choose their favorite companies to work
with as an intern for the semester. Immediately I knew that if I was lucky enough to
secure an internship with one of the numerous non-profit organizations, I just might be
able to get my concert moving, and not just for my own benefit but for the cause I was
searching to promote. Within a week,I had my answer. I would be interning with
Mississippi Blood Services, the sole provider of blood for the University of Mississippi
Medical Center in Jackson.
As soon as I found the opportunity, I mentioned the idea of holding an awareness
concert to both to my supervisor in Jackson and my supervisor in Oxford. Not to be
conftised with a benefit concert, which attempts to raise money for the cause or
organization, an awareness concert does not seek to raise money, but to raise awareness
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of an issue or cause within the community. Both of my supervisors loved the idea of
having a concert to raise awareness of Mississippi’s need for blood, as the state is
currently suffering from a blood shortage. It would be even better if it would be possible
to secure a nationally known act. In the early stages of tlie planning, I felt confident that
we would be able to do as such, but new in the ways of booking bands, I did not realize
how much it costs to get bands for any type of event, especially with high gas prices
increasing the cost of touring.
Although I already had a plan of what I would like the concert to be like in November
2007, it was not until early Febmary 2008 that I finally got an answer from Mississippi
Blood Ser\dces about whether or not the concert would be feasible. This was partly
because my Jackson supervisor w'as leaving the organization and a replacement was
going to start in January. After a few weeks wait, I finally heard back from my Oxford
supervisor, Lolita Gregory. Yes, they would like to try and put this concert together, but I
needed to put together a budget before they would be able to tell me what they could
offer in the financial department. Thus began the quest for booking costs for some of the
bands I had in mind for the concert.
My initial plan was to get sponsors to help pay Better than Ezra to come to Oxford. I
was almost certain the New Orleans-based band would be interested in participating in an
event for such a cause, especially since New Orleans had been in such desperate need for
blood after HuiTicane Katrina devastated the city in 2005. I was also hoping to book
more southeastern artists to go along with the theme of raising awareness of the need for
blood donors in the south. What 1 thought would be a fairly simple proved to be much
more difficult than I ever imagined.
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As mentioned in Chapter Three, booking costs in this era for a middle of the road
band are much higher than they used to be. After spending weeks unable to find booking
information for Better than Ezra, 1 moved my search closer to home, deciding to contact
booking agencies for Memphis-based bands Lucero and Ingram Hill, Lucero’s agent was
prompt in her response; that band would be in the recording studio when I was planning
to hold the concert and would be unable to play. Ingram Hill was a little more
complicated. 1 e-mailed the booking agent listed on the band s website, but after over a
week without hearing anything, 1 made a phone call and left a message. Two days later I
called back and finally got through to the correct person. To have Ingram Hill play
Oxford on that particular date would be at the most $6,000.
Although 1 considered this to be too high for my event s budget, it was not overly
expensive. Before contacting agents for Ingram Hill and Lucero, I had called for
information about Family Force 5, the Christian rock band that failed to entice anyone to
attend their show in Oxford. 1 wanted to bring them back and see if better promotion
would lead to a larger crowd for tliis band. Although popular among independent
alternative and Christian music fans. Family Force 5 has not had major chart success. 1
was shocked upon hearing that this band, which is based out of Atlanta, would cost
$7,500 to book. Ingram Hill, on the other hand, has had moderate Top 40 success.
Although I would not be able to book a band on the level ofIngram Hill, the price to
book them was far more reasonable than Family Force 5 and was an amount I would keep
in mind if 1 booked any shows in the future.
After this revelation, 1 decided to quit tiying to contact booking agents for Better than
Ezra. An extremely popular band with the college crowd, it seemed as though that
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particular band w ould be w^ell over $10,000 to book, and I did not have the budget for
such costs, nor the time to gather enough sponsorship to cover that. I w^ent in search of a
smaller band that w’ould attract a crowed. I came up with Jonezetta, a pop-rock group
from Jackson, Mississippi, on a popular independent alternative record label. I contacted
the band’s booking agent, David Galea of the Agency Group, and immediately had a
response. Jonezetta w'ould be available on that particular date, and cost of booking would
be around $2,000. This w^as more reasonable, so 1 went back to Lolita with a game plan.
After looking at the different options for venues in Oxford,I ultimately decided that
the Powerhouse, which can hold up to 300 standing people, would be the best place to
hold such a concert. It would cost us $1,000 as a non-profit to book the venue, and with
the cost of booking Jonezetta, our early costs were projected at $3,000, which did not
include the cost of promotional material, T-shirts, or security. Before we could move any
further, I had to wait for the official amount Mississippi Blood Services could offer foi
the event. After a couple of w^eeks, Lolita came back with $1,100. 1 would have to raise
$1,900 to book Jonezetta. I decided it was worth a try, and began seeking sponsorships
from local businesses to help pay for the event costs. Unfortunately, it was too late to
contact casinos or major corporations like Fed-Ex, as they require several months notice
on event sponsorship, but I thought with all the businesses in Oxford, I just might manage
to raise enough to make this concert a reality.
I soon learned that most businesses do not have the financial ability to donate much to
organizations, as they are constantly asked for sponsorship from a number of other
groups and organizations and also have to pay for their own advertising. My angle was
to encourage sponsors to attend the concert and set up a table with their company’s
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information so attendees would physically see the sponsor,just as they had done in
Kansas City at Verizon Wireless. Sponsors who donated a certain amount would be
included on the t-shirt design and all sponsors would be mentioned in promotional
material. It was a good idea in theory, but there just wasn’t time to get the word out and
meet with the right people.
I had three weeks to get money together, which would have probably been possible
had I not been enrolled in t\\^elve hours of class and working nearly twenty hours a week
as a radio DJ and public relations intern with the university on top of thesis research and
writing. At my deadline, 1 had $700 raised, and it was obvious I would not be able to
raise enough to get Jonezetta. I began looking into local acts, and was blessed with
having networks with a number of area musicians.
1 wanted to bring a variety of genres to the concert, and began talking with classmates
and musicians on who might draw a decent crowd. I decided to contact two of my high
school friends, Alyosha Downing and Kyle Segars. Alyosha is a bassist tor an
instrumental indie-rock band, and he is also a student at Ole Miss. Kyle is in two bands,
a hardcore band called A Study in Scarlet, and his solo project, Second Chances. I knew
Oxford would not respond well to screaming lyrics and loud guitar breakdowns, so I
asked him if he would play solo. Both agreed to play the event for free, and I was left in
search of two more Oxford bands to complete the show.
When I was arts and life editor for the Daily Mississippian, 1 made several
connections with local musicians and those who supported local music. One such person
was Adrian Dickey, a then Ole Miss senior art major who was founding his own clothing
company targeted at skateboarders and other extreme sports enthusiasts. Even after 1 had
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interviewed him for the newspaper, I kept in touch, and it proved to be a worthwhile
network. Now focusing on his music career, Adrian recently started a country-rock band
called Avenue Hearts. I contacted him about playing the show and for his suggestions as
to what other band would be good to play with his. He suggested local group the Aaron
Hall Band. After talking witli Hall, I finally had my lineup. Yossarian, Alyosha’s band,
would be the opening act, followed by Second Chances, Avenue Hearts, and lastly the
Aaron Hall Band.
Once I had this lineup ready. I talked to Lolita about making the payment on the
Powerhouse, which she would have to take care of with the company charge card. After
the contract agreement was signed and tlie payment made, I was finally able to begin
promoting the concert with the local media. 1 could not do anytliing with promotions
beforehand because 1 wanted to be sure we would have all the bands and the venue, so
much of the promotion had to be done as quickly as possible to get the word out.
The first promotion task 1 set to was beginning my online marketing. I began
designing and setting up a MySpace, and it was during this process that I realized how
difficult it truly is to increase a friends list on this particular website. After spending
some time working on the MySpace page, I created a Facebook event, knowing that most
members check their accounts daily. In a matter of minutes, over 300 invitations were
sent out and I could move my focus to how the concert would work and what other
promotional techniques I would use.
1 began contemplating a t-shirt design, as I wanted to use t-shirts as a promotional tool
for not only the concert but the cause I was supporting. 1 came up with a very basic
design and called the different shirt companies in Oxford trying to find the one with the
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best deal. The Ink Spot provided the best deal, offering me 150 shirts for $500, which
was half the cost the shirts would cost regularly. Three of the financial contributors,
including the Ink Spot would have their logo featured on the red shirts. For the sample
design, see Appendix A.
The strategy behind this campaign was to increase local awareness of the physical
location of the Oxford drawing station, which is open five days a week for people to
come donate blood. Most students believe that tlie only place to donate is when there are
blood drives on campus. By promoting the location of the drawing station through the
concert, 1 hoped to increase the number of donors at tlie station every day. In our
promotional material, 1 made sure to say that anyone who donated blood at the donor
station the week of the concert would receive a free Rock for a Cause t-shirt.
Although the concert would be free, 1 wanted to be able to promote our sponsors as
well as the donor station. 1 decided to continue looking for sponsorships from local
businesses, but instead of financial aid, I was seeking door prizes in the shape of gift
certificates to give away to people who got tickets for the concert. Tickets would be
available at the donor station, and our financial sponsors: Mississippi Federal Credit
Union and the Ink Spot’s sister store. Cat Daddy’s. Encouraging people to pick up
tickets in order to be eligible for door prizes would help continue to promote the donor
station, but would also promote our sponsors as well.
Finding sponsors for door prizes turned out to be much easier than finding financial
backers. Most businesses were immediately ready to offer some sort of gift certificate to
the cause, it was just the process of contacting the eorrect manager at the right time to
find out whether or not the business would be interested. In a matter of time, I had plenty
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of nice door prizes to give away at the concert that might help entice people to get tickets.
For a list of sponsorship door prizes, see Appendix A.
During the door prize gathering phase, I also spent time working on a flyer design
and press release, the latter of which would be sent to local media outlets to encourage
articles on the event. After tlie design and release were finished, they had to be submitted
to my new supervisor in Jackson for corrections. Once those were OK’d,I could send
the press releases to media and Lolita could take tlie flyer design to be printed. Having a
media list on hand was veiy beneficial when it came time to consider what newspapers to
contact. I lowever, it was the networks I had developed which really helped with the
media coverage of the event.
My fonner editor, Shecna Barnett, works for the Daily Journal s entertainment guide
“Scene” in Tupelo. 1 contacted her about featuring an article on the concert in one of the
weekly issues of“Scene” and she readily agreed. I sent her contact information for the
bands and she began working on an article. Andrew Abernathy, the assignment editor
for the Daily Mississippian, wrote movie reviews for me when I worked for the paper.
Hearing about my efforts, he assigned a reporter to write a preview of the event. A
student and contributing writer to the Oxford Eagle heard about the concert and wrote a
preview herself the week of the concert.
As for radio coverage, my position as a Rebel Radio DJ helped in that regard. Always
willing to help out, interim station manager Will East suggested Rebel Radio broadcast
live from the concert. Production manager Paul “The Kid” Scott asked me to provide
him information on the concert so he could put together a commercial to run on the
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station and he also \ olunteered to emcee the concert. Morning show hosts Josh Butler
and Blake Buck invited me to come on one morning to discuss the event and the cause.
I contacted the bands for music samples to include in the commercial and gave the
CDs and information to Paul. The Monday before the concert, I went to the morning
show and spent an hour on air with the hosts promoting the event and discussing the
importance of blood donation. By the end ofthe day, Paul had a rough version of the
commercial for me to listen to, and it was scheduled to run three times two days before
the event, and five times the day of the event. Will would set up the DJ live remote booth
at the concert and broadcast live for a few hours before and during the show.
Once the flyers were available, event volunteers took flyers and posted them across
campus, distributed them within their Greek organizations, and posted them on cars
throughout campus. During tlie whole promotion process, I continued to update the
MySpace and Facebook websites, sending messages to the guest list on Facebook and
posting bulletins on MySpace about new developments in the concert and reminding
people to pick up their free tickets. From a promotions aspect, there was not much else I
could do except cross my fingers and hope tor the best.
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Chapter Six
Rockfor a Cause: The Final Test
After weeks of preparation, panic, and stress, the day of Rock for a Cause finally
arrived. Everything was in order; the bands were scheduled, the venue ready, door prizes
were picked up, and the event had been promoted fairly well. Security had been booked
and at 6 p.m., 1 picked up the gate key from the manager of the Ace Hardware store so
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would have plenty of open parking for concert attendees. Workers at the Powerhouse
had already set up the stage and sound system, and all that was left for me to do was
prepare the sponsorship table and merchandise tables for the bands. The first two bands
showed up on time, but there was one major missing thing: concert-goers.
After discussing it with volunteers, 1 decided to push the start time to 8 p.m. rather
than 7:30 p.m. Still, the crowd was smaller than I would have liked. I went ahead and
started the show, hoping more people would turn up as they heard the music and the
evening wore on. There was no such luck. In fact, the small crowd thinned out as the
show progressed. Although 1 was disappointed, the bands were still proud to play to a
small crowd and even offered advice as to why the crowd was so thin. Aaron Hall, lead
singer and pianist for the Aaron Hall Band, said that part of that issue might be the venue.
He said after extensive promotion, a Beatles tribute show brought in very few people, and
a show featuring Colour Revolt, an extremely popular local band, held there recently
attracted a smaller crowd than normal.
Those who did show up for the concert enjoyed the atmosphere and were thrilled
when they won one of the number of our door prizes. They interacted well with the
artists, and did not cause any security issues. At the night’s end, 1 wound up only having
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to pay $25 out of pocket to cover part of cost of security. However,this did not include
the cost of printing the all access passes or the cost of tickets, which I had to pay for on
my own.
What went w rong?
Although there was not much more in the promotion aspect I could have done to get
the w'ord out about the concert, it was obvious to me that two of the main reasons
attendance was so poor at the concert were the lack of alcohol and simply personal
apathy. In recent years, O.xford has become a hotbed for debate about alcohol policy and
It IS common knowledge that sUidents like to drink. Offer a concert with cheap beer and
people are sure to show up. Provide no open bar and people will chose to go elsewhere.
Whether or not we should have alcohol at the concert was something that came up early
in the concert organizing process.
In order to serve liquor at the Powerhouse, the lessee has to a licensed vendor and a
fee is added to the total cost of the venue. With such a tight budget, it was impossible to
afford an alcohol vendor for the event. However, tliis was not the main reason I
ultimately decided not to seiwe alcohol at the concert. This particular event s purpose
was to raise awareness of the importance of donating blood. Wlien someone donates,
they are asked not to drink alcohol before or after donating. Offering alcohol at an event
encouraging people to donate blood would be a huge contradiction. I did not feel that
Mississippi Blood Services needed to encourage drinking with donating blood. That was
not the purpose of the event.
The same night of Rock for a Cause, there were a number of other bands playing at
the various bars throughout Oxford to large crowds. The major draw to these shows was
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the presence of alcohol. Looking back, would I change my decision not to serve liquor
and instead forgo e\'ent t-shirts? No. I feel like my reasons for not ser\^ing alcohol were
just, and if that turned out to be the reason people were not showing up for the concert,
then 1 need to rethink my target audience and maybe look more toward the high school
crowd. They are not able to even get into bars in Oxford, so promoting a concert that
they would be able to go to would probably attract more high school students.
However, the goal of this concert was to increase college students knowledge of the
importance of donating blood and the presence of a donor station in Oxford. Targeting
only high school students would not have met tliis goal. So, how could we have drawn a
larger crowd of Ole Miss students? After much consideration, the only best answer I
could devise was to bring in bigger bands. Students might forget the lack of served
alcohol if a band like Better than Ezra was playing for fi*ee. Another answer would be to
change venue. If such a concert were held outdoors, tlien the alcohol issue would be a
moot point.
People could bring their own liquor, but Mississippi Blood Services would not be
serving alcohol. But this also was similar to the policy for the concert at the Powerhouse.
We did not say people could not drink at the concert; we were just not serving alcohol.
The mission of this concert was to not promote drinking. I could have very well hired a
bartender and slapped “Open Bar!” or “Cheap Beer!” on all promotional material. 1
honestly did not think beforehand that the lack of liquor would affect the audience size.
Another contribution to the small crowd size could be attributed to apathy among
college students. Generation Me refers to people from a number of different decades of
birth, from the 1970s to the 1990s. A temi coined by psychologist Jean Twenge,
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Generation Me consists of a young generation of self-assured people who tend to have
more depression issues than those of earlier generations. People who fall into this
category^ also tend to be more concerned with their own issues rather than the issues in
the world surrounding them. They have acquired a “What’s in it for me?” attitude, which
does not help when trying to promote something like Rock for a Cause. This reasoning is
exactly why I decided to seek out door prizes from local businesses. I felt if students had
some incentive to go get tickets and come to the concert, such as gift certificates to
restaurants or stores, attendance would be larger because there was something extra in it
for them.
The future of Rock for a Cause
Mississippi Blood Services hopes to be able to continue promoting the Rock for a
Cause awareness concert in future years, but the only way it could be successful in
Oxford is if its budget allowed for a more commercially popular band like Better Than
Ezra or Ingram Hill. People will not show up for a local band unless they aie truly a fan
or there is going to be alcohol sciwed. Deciding to serve alcohol is a choice tlie next
organizer of the event will have to decide for him or herself, and it is a decision that will
take time and plenty of discussion with officials within the organization.
It is possible for this concert to be successful in Oxford, but probably not at nighttime
at the Powerhouse. I initially wanted Rock for a Cause to be at an outdoor venue and be
an all-day music event that would rival Double Decker. Planning for something of that
magnitude takes much time and plamring, but it is feasible. However, planning needs to
begin in as soon as a date is decided and sponsorships must be gathered in time. While
this attempt at organizing a successful concert was my project to aid in my research.
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improving it for a larger audience would require much more work than a single person
could handle. Organizing a small committee to work on the promotion effort would help
ease tlie stress and anxiew that comes with taking everything on single-handedly. Rock
for a Cause does have a future in Oxford, but it will take major discussion and changes to
truly have a successful event. This test run ultimately proved that such a concert would
require a moderately well-known band as a headliner and would be better suited to an
outdoor venue that provides attendees the option of bringing their own alcohol without
Mississippi Blood Services having to sell it.
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Chapter Seven
Conclusion
Although there are many different ways to approach the various aspects of concert
promotion, these methods are constantly changing due to new digital methods of
promoting. It does not matter whether a show is being promoted in a large city or in a
college town; Internet marketing will remain key in tlie future of concert promoting.
With networking sites providing the ability to spread tlie word about events in just a
matter of seconds, promoting concerts on these sites is an extremely effective tool in the
marketing process.
Using these sites as marketing tools proved beneficial in the early stages of promoting
Rock for a Cause. They also provided an easy way to send reminders to those interested
in attending the concert. However, marketing a concert online is not the only thing a
college concert promoter needs to do.
If the allotted budget is not large enough to support the show, then looking for
corporate sponsorships might help in payment of concert costs. Businesses often will
sponsor tours featuring musicians for product promotion, and they tend to follow this
same code with sponsoring single events. However,the most important thing to
remember is to start looking for sponsorship opportunities eaily in the organization
process. In the Mid-South area, there are plenty of places to contact for corporate
sponsors, but these businesses require months in advance notice. This requirement was
one of the reason Rock for a Cause failed to gather enough financial backing to bring in a
nationally known rock band. Most smaller, independent companies, especially in a small
college town, do not have the financial ability to offer money sponsorship for an event.
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Howe\ er, these businesses might be interested in donating prizes to give away at the
concert, which is always an added bonus. By gathering door prizes to be given away,the
promoter gives perks to possible concert attendees. Stressing that if guests pick up their
tickets in ad\ ance was not only helpful to Rock for a Cause event sponsors, but it
provided people the opportunity to win a number of nice prizes from area businesses, all
of which were simple to acquire. All it takes to gather sponsorship and door prizes is
time, so be sure to allot enough in the organizing and promoting process.
Organizing event infomiation into a press release or media kit is extremely important
to get local media outlets interested in promoting the event as well. Once initial
connections are made at radio stations, newspapers, and television stations, promoters
should maintain contact for future possible needs. Basically, that means keeping up on
the particular editors, directors, and managers working at the various media outlets.
Networking is important in all careers, and Rock for a Cause proved that maintaining
networks can be helpful in the concert booking and promoting process. Not only did
develop networks help with promoting the concert, but they also assisted in putting
together the perfomiers for the event itself Knowledge of who was in charge of
assigning stories at the campus paper is also important to get media coverage. E-mailing
the infooTiation is simple, calling is better, but for the best results, meeting with the editor
in person is the best way to secure an article about the event.
Creating a visually attractive flyer is also an important task when promoting a concert,
and an added decision in this process is the placement of the flyers. For those people
who do not listen to the radio, read the newspaper, or access internet networking sites,
flyers are a way of attracting their attention. Flyers also are helpful reminders to those
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who ha\ e heard or read something about the concert, but have forgotten the exact details.
A flyer should catch their attention,just like the opening sentence of a newspaper article,
and provide the necessary- infonnation witliin the first glance. The passerby should be
able to know w hen and where the concert is, who is playing, how much it costs, and any
other added perks to attending within that first glance. Secondary information is
important to include, but it should not be larger than the important information.
By using these different tools of promotion, knowledge of a concert will spread
throughout the community. Continuing communication, whetlier it be in newspaper
fomiat or through a f’acebook event, will help remind people of the date and time of the
event, and might just aid in bringing in those few additional guests. The best part about
marketing concerts is the room for growth and change, and there is always going to be a
new road to travel down in the promotion process. Trial and error of each new
development will continue to aid concerts as the shows and audiences continue to evolve.
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Appendix A:
Communications and Documentation
This section provides samples of the different communications used when promoting
the Mississippi Blood Serv ices Rock for a Cause awareness concert. Communications
range from the event press release, a media list, the script for the Rebel Radio
commercial, and the flyer that was printed for the event. Also included in this section are
the different documents used in the promotion process. Creating a physical sponsorship
form with different levels of sponsorship was important in the attempt to raise funds for
the concert, and a sample of that form is included. When delivering tliese forms, it is
important to remember to include a cover letter explaining the purpose of tlie form. The
cover letter used for Rock for a Cause sponsorship is also included in this section.
Other documents and samples include the digitized T-shirt design as completed by
local T-shirt company the Ink Spot, a list of sponsors and their door prizes which were
used during the concert to promote event sponsors, a fact sheet providing important
statistics about blood donation and the schedule of perfomiances and time allotments for
giveaways and set changes. Having these samples available will help improve
understanding of the concert promotion process and will give visual examples of how to
properly fomiat a press release and radio commercial script. These forms will also offer
assistance concerning all the details that go into promoting such an effort.
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The Press Release

Mississippi Blood Serv ices
2627 West Oxford Loop, Suite C
Oxford, Miss. 38655
662-234-0363
FOR IMMEDIATE RELEASE
Media Contact; Lori Simpson or Lolita Gregory
Tel: 662-234-0363, 901-488-5690 (cell)
E-mail; loriannsimpson(cr,gmail.com or lgregory@msblood.cora
Ivlississippi Blood Services prepares for first awareness concert. Rock fora Cause
OXFORD, Miss.

Mississippi Blood Services, the only FDA licensed blood bank

in the state of Mississippi, will host its first concert to help raise awareness of the
importance of donating blood at the Powerhouse in Oxford Thursday, March 27.
“Rock for a Cause will be a tremendous event,” said Tony Bahou, public relations
and communications manager for MBS. "‘Our goal is to help potential donors understand
the importance of donating blood in a fun and low key environment,
The concert will feature four bands from the Oxford area; including instrumental
rock band Yossarian and acoustic artist Kyle Segars’ project. Second Chances. Oxford
based bands Avenue Hearts and the Aaron Hall Band will also perform.
Several Oxford businesses that sponsored the event include Mississippi Federal
Credit Union, and Cat Daddy’s and the Ink Spot. La Petite Miniature Horses of Byhalia
also contributed to the event. Other local businesses, have donated door prizes to give
away at the concert,
fhe concert is free to the public, but tickets will be available at the Oxford
- MORE -
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Concert, add one
drawing station, Mississippi Federal Credit Union on Jackson Avenue and Cat Daddy’s.
Only attendees v\ ith tickets will be eligible for the number of door prizes which will be
given away during the concert. These prizes include gift certificates from Abner’s,
Holli’s Sweet Tooth, Volta Tavema, Downtown Grill, My Favorite Shoes and others.
"We have T-shirts we are going to give away to people who come and donate the
week of the concert," Fvent Coordinator Lori Simpson said. “They II be able to get
tickets to the concert, a free event T-shirt and they will be helping a great cause at the
same time."
Doors to the Powerhouse will open at 7:00 p.m. and the first band will begin
performing at 7:30. Se\eral people will diseuss the importance of blood donation in their
lives during set changes,
fhe goal of the eoncert is not only to inform young members of the Oxford
community the importance of blood donation, but to encourage everyone to donate
whenever possible.
“The hope of Mississippi Blood Services is to turn a one-time donor into a
lifetime giver," Bahou said.
Mississippi Blood Serviees is the sole provider of blood for the University of
Mississippi Medical Center in Jackson.
Lolita Gregory, operations manager of the Oxford blood bank, said,‘The
significance of this is that UMC is the only level one trauma center located in the state of
Mississippi. Fhat means the worst of the worst go to UMC."
- MORE -
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Concert, p. 2
The Oxford blood bank, located on the West Oxford Loop, is open Monday,Thursday
and Friday from 9 a.m. until 5 p.m. and Tuesday and Wednesday from 11 a.m. until 7
p.m.
For further information about Mississippi Blood Services’ Rock for a Cause
Oxford awareness concert contact Lori Simpson at 901-488-5690 or Lolita Gregory at
662-234-0363 or go to http;//www.myspace.com/rockforacause. For more information
on Mississippi Blood Scr\ ices, go to http://www.msblood.com.

-END-
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Rebel Radio Commercial Promo
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Rock for a Cause Concert Promo” :52 seconds

INTRO: Instrumental song by Yossarian, then changing to Second Chances song
ANNOUNCER: Mississippi Blood Ser\ices, the sole provider of blood for the
University Medical Center in Jackson, presents [Rock for a Cause] at the Powerhouse,
Thursday. March 27. Doors open at 7 and the show starts at 7:30. Featuring:
Yossarian... .A.venue Hearts... Second Chances... [the Aaron Hall Band]... Admission is
free. I'or the chance to win door prizes, tickets are available at at Cat Daddy’s,
Mississippi Federal Credit Union, and the Oxford blood bank on the West Oxford Loop.
Anyone who donates blood and gets tickets the week of the concert will receive a free
Rock for a Cause T-shirt. For more information and a list of door prizes, check out
WWW.myspace.com/rockforaccUiscoxford or call event coordinator Lori Simpson at 901488-5690. Mississippi Blood Seivices [Rock for a Cause] at the Powerhouse Thursday,
March 27.
Music fades
Notes: Wording in brackets needs to have an echo effect. As each band is announced, a
sound byte from a song by that artist should be played. Once the Aaron Hall Band clip
plays, it continues until the end of the commercial.
END -
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Budget
Before concert:
Funds available:
SI,100 -> Mississippi Blood Services
S700
Money raised from sponsorship
SI,800
A\ailable funds

Tentative costs:
SI,000
S500
$300 ->
$1,800

Cost of booking venue
C'osl ol'l'-shirts including Ink Spot sponsorship reduction
Cost of event security, promotional material
Tentative costs

After concert:
Kxpeiiditin'es:
$1,000 ->
$500 ->
S325 ->
$50
$1,875

Booking fee for venue
Cost of T-shirts including Ink Spot sponsorship reduction
Cost of event security
C'ost to print event tickets
Total cost I'or concert

$75 -> Total amount over budget
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Media List
Oxford Publications:
Oxford liagle
916 Jackson Avenue
Oxford, Miss. 38655
662-234-4331
Monday through Friday publication
Send releases to: brian(a oxfordeagle.com
WWW.ox fordeagle.com
The Daily Mississippian
201 Bishop Hall
University, Miss. 38677
662-915-5503
Contact: Andrew Abernathy, assignment editor or Alex Beene, arts and life editor
Monday through Friday publication
Send releases to: dmnewsC^folemiss.edu, artslife@thedmonline.com
www.thedmonline.com
Tupelo Publications:
Northeast Mississippi Daily Journal (Scene)
I 242 South Green Street
Tupelo, Miss. 38804
662-453-53 12
Contact: Shecna Barnett, entertainment writer
Monday through Sunday publication
Send releases to: djnews@djoumal.com, sheena.bamett@djoumal.com (Scene)
www.djournal.com
The Lee County Courier
303 West Main Street
Tupelo, Miss. 38804
662-840-8819
Publishes Thursday
Send releases to: news_courierl@bellsouth.net
www.leecountycourier.com
Oxford Radio Stations:
95.5
WOXD
302 Highway 7 South
Oxford, Miss. 38655
662-234-9631
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woxdfmfa gmail.com
w\ww'.bullsc\c955.com
WQLJ - 93.7
461 Highway 6 West
Oxford, Miss. 38655
662-236-0093
WUMS ~ 92.1
201 Bishop Hall
University, Miss. 38677
662-915-6692
Contact: Will East or Paul Scott
w w w.m y rcbc1 rad i o.com
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Rock for a Cause T-Shirt Design
Front pocket of shirt:
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Sponsor Door Prize List:
Mv Favorite Shoes: $25 gift card
The Beacon: $25 gift certificate
San Francisco Bread Company: Complimentary lunch coupon
Downtown Grill: Complimentary lunch for two
1 lolli's Sweet Tooth, $20 and $10 gift certificate
Mimosa: $20 gift card
rhe Clay Canvas: $10 gift certificate
Promises and Praise Bookstore: gift Bible
Abners Fried Chicken: $20 gift certificate
Volta Tavema: $15 gift certificate
Bolleld's: 4 complimentary lunch specials
Mississippi Federal Credit Union: gift basket
I'ammy's Hair Gallery: $40 gift certificate
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Cover Letter (Delivered with Sponsorship Form)
February 27,2008
Dear Business 0\\ ncr.
When blood organizations questioned people about the reasons they do not donate
blood, the number one response was “No one ever asked me” or “I don’t think about it”
This attitude has led to only 4 percent of the eligible 60 percent to donate blood. What
does this mean'? I f smneone needs blood in this state and it is not available, the hospital
may have to look \o tuher states for the necessary blood.
Pec:>ple also do not realize how much blood is really needed. A single car accident
victim could need up to 100 pints of blood and one blood transfusion requires at least
three pints of blood,
fhere ai e plenty places were people can donate, but they don’t seem to know
where they are. I hat's where Mississippi Blood Services’ Rock for a Cause comes in.
This event is a benefit/awareness concert targeted towards the young generation of people
living in (3.xford. \Vc \\ ant them to know how important it is to donate, and specifically,
where they can donate.
This conceit, which is tentatively scheduled for March 27, will be held at the
Powerhouse in Ox feu d. In order to make this event a success, we need sponsorships from
local businesses like yours interested in helping raise aw'areness for this cause. Any
donation made to Mississippi Blood Services is tax deductible, and we will accept any
type ol'donation.
Sponse^rs t)f this event will also have the option of attending the concert and
setting up a booth to promote their products or company. Sponsors will be included in
any press releases or promotional material, such as the event T-shirt. It is important to us
that our sponsors get as much publicity as possible, because without their help, we would
not be able to organize this event.
I f y(^u have any questions or require further infomiation, please do not hesitate to
contact me at lasimpso{VZ>olemiss.edu or call me at 901-488-5690. For any questions
regarding Mississippi Blood Services, you can reach Lolita Gregory, the Oxford Blood
Bank manager, at 662-236-0363 or lgregory@msblood.com.
Thank you.

Lori Simpson
Rock for a C'ause bA'cnt Coordinator
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Sponsorsilip Form (Delivered with Cover Letter)
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Mississippi Blood Services
ROCK FOR A CAUSE
Sponsorship Form
DoNtlU l.FA els:
Diamond; OONATION OF $ 1.000 OR MORE.
Fla hmm; Donation of S500 to $1,000
(ioLD; Dc')NAT10N of $250 to $500.
Sii A kr; Dc-iNATlON OF $100 TO $250.
BroN/.K; .AN'j' type of CONTRIBUTION.
ri.KAsr. I-11 /. oi r nil-; i-\ )/1 on vac / /.v/-'oa'.\/.-j770;V;
Name:()i- C '( lmpana :
1 .OCAI. Addri ss;
(j i 'iR S I A I F- /-l i’;
Pi K3NL N I :MBi- R:
1 Amah. Aoori-ss:
Tyri-: n\-('on i rihu i ioN:
Aki- you in 1 1 :Ri:s ri-n in setting up a booth at this event?
!i- Ylr-S, WlIA l SUPPI.Il-S WILL YOU NEED/BRING?

Date

SlfiNAIl 'Kl- <ii- Si I*FKV1S'<)R
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Fact Sheet for Set Changes
®

Only 4 percent of eligible donors across the nation donate blood, but the number
of transfusions nationwide increases by 9 percent ever>' year.

®

Statistics s1k>\\ that 25 percent or more of us will require blood at least once in our
lifetime.

®

You bum about 650 calories by donating one pint of blood.

*»

M(u*e than 2.^ million units of blood components are transfused every year.

®

Blood is needed eveiw two seconds.

®

About 1 in 7 people entering a hospital need blood.

®

1 .ast year. The Uni\ ersity of Mississippi Medical Center used over 27,000 units of
blood-

o

Mississippi Blood Services is the SOLE provider of blood for the University of
Mississippi Medical Center, whieh is home to the state s top tiauma unit.

icasblood.org and www.mayoclinic.org
Statistics gathered from: www.americ
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Band Performance Schedule:
7:30 — 8:00 p.m.

^'ossarian

8:00 — 8:15 p.m.

Set change. Give away door prizes. Jennifer Bobo speaks
about being blood donor recipient

8:15 — 9:00 p.m.

Second Chances

9:00 — 9:15 p.m.

Set change. Give away door prizes. Kate Jarvis speaks
about being daughter of blood recipient.

9:15

10:00 p.m.

Avenue Hearts

10:00 - 10:30 p.m.

Set change. Last door prize giveaways of the night.

10:30 - 1 1:30 p.m.

.A.aron Hall Band

11:30 - 12:00 midnight

C'lean up and exit venue
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Appendix B:
Interview with Layne Feldman
A long-time resident of the Kansas City metro area, Layne Feldman currently serves
as director of local sales tor Li\ e Nation, even though the concert production company
has technically vacated its Kansas location. He has worked in the concert industry for
over 14 years, but has been a fan of live music from childhood. He has seen some ofthe
best reviewed cimcerts of the past, and has worked in a variety of places from record
labels to independent promincrs. In October 2007,just one month after tlie official
closing of the Veri/on Wireless Amphitheater, I called Layne to discuss tlie future of
concerts and his views on concert promotion:
Kori Simpson (I S): Blow would you say live music has changed over the course of
the past twenty years?
Layne Feldman (Lb): Wow. 1 think it's become more big business. And what I mean by
that is it used to be done by people who were passionate about music who weren’t really
concerned abt)ut money and weren't beholden to stockholders. Deals were done between
artists and promoters and it was more of a handshake deal. Now you can’t do an}4hing
unless you have lawyers and managers and agents involved. So it definitely got a lot
more big business and coiporate America.
LS: How would you say how promotion of the music has changed?
LF: Well, obviously 20 years ago it was all about radio and print and now with tlie
internet I would say print would be last on the list and radio is still important but not as
much so as it used to be. It’s not the only game in town. A lot of people don’t listen to
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the radio anymore and they ccnainly get on the internet. So I would definitely say that
the internet has taken the plaee of radio in terms of marketing.
LS: What would you say some of the problems are that are facing live music and
how do you think those problems might be able to be changed?
LF: (laughs) Well. 1 would say number one that you have so many other options. I could
probably talk on this subjeet for hours. There are so many otlier options for people
besides music.

There are so many other choices for their entertainment dollar. They can

stay at hc'une and they can \\ alch 500 channels, they can watch any movie on Pay-perview, they can play a \ ideo game. They have a multitude of different choices to spend
their dollar and not only do you ha\ e that but with all the different choices you have a lot
of bands that their only way of making money is to tour.
They don't make any money from record sales so their only option is to go out on the
market and tour for nine months out of the year. That puts a lot more competition in tlie
market between bands and the consumer and what they want to spend their money on.
Just to give you a good example, this week in Kansas City, Wednesday night is Interpol
at the Uptown Theater and then Friday night is She Wants Revenge, which are two very
similar bands style wise. They are both great bands. Those are two bands most people
would like to see but their entertainment dollar is not going to allow them to see both
bands. They have to make a choice. When I was going to shows 20 years ago, you
didn’t have to make choices like that.
LS: What would you say some of the key necessities are when preparing to promote
a concert?
LF: The key details?
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LS: Ves.
LF: I guess one is just aw areness of the date and when the show is and where it is going
to be. I don't think it gets much more complex than that. I think you just need to let
people know where it's at. how much it costs... because you are marketing on the
strength of the band. hopcfulK. and there's some things you can do with newer bands to
help get the word out but there is always going to be that level of band that is going to be
playing 250 to 500 scats that people aren't aware of yet. That’s where YouTube and
inteiTiet radio and NIySpace and all of those factors come into play as far as awareness.
LS: What are your view s on the w ebcasting of concerts on the internet?
LF; Well, my \ iew is t^fa ,^9-year-old man. That doesn’t hold anything for me. Live
music is about being w ilh people who enjoy the same tilings as you and feeling tlie
strength and the pow'er not only of the crow d but tlie power of the music coming through
the PA and feeling kinship with the people w'ho are listening to it with you and sharing it
with the band. I'hat's something you are never going to feel over a webcast.
LS: What are some of the reasons that large venues are being forced to close down?
LP’: The changing way of the music business and the record industry. They have not
developed any bands to replace the bands that have left or are no longer popular. So if
you were to look at the bands that were popular 20 years ago to use as the line in the sand
as you have talked about, a lot of the bands are still around and still touring and tlie
reason is that they are great bands. Now, do the same math for 10 years ago, and you

are

going to have a lot less numbers. So in ten years of music industry you have probably 25
percent of the bands that w'cre around ten years ago can still sell 3,000 tickets. You
know, that were selling that amount ten years ago. There is no artist development
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anymore. Bands arc pul on Uie road to gain experience and they are never given a second
chance of doing ii o\ er again and keep writing better songs and keep working with better
producers and keep gaining experience. They've got one shot and if that doesn’t work,
they just go on to the next product. It used to be about development of art and
musicianship and those things transfonned into sales.
LS: What do you think the future holds for live concerts? Where are they going to
be in about ten years?
LF: 1 think ilie unfortunate fact is 1 don't know where it is going to be in 10 years, maybe
Five years, I think the music industiy' is becoming such an exclusive thing. It’s becoming
something t'mly the pri\ ileged can enjoy because those are the only people who can really
afford it and ilicrc's going to need to be other options. 1 think you are going to have
artists playing smaller \ cniics and charging more money. 1 tliink that’s the unfortunate
near future, fen years Irom now, 1 have no idea, but 1 think in tlie next five years, that is
definitely what ymi are going to sec.
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